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"Advertisement is a valuable tool of 
design which has not yet been exploited 
to the full and it should not be 
lightly discarded as merely a commercial 
I gimmick '". 
Connor, P. (1976) 
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~ INTRODUCTION 
1.1 PROBLEM 
Advertising is recognised to be an essential service 
in today's world. Amongst other things, it serves to 
keep consumers informed of services and goods available 
and locations where they may be bought. 
However, outdoor advertising signs can be visually 
unappealing and as such denigrated by members of the public. 
Yet while advertising of any kind is justifiably condemned 
in a wilderness landscape - a 'natural' landscape where it 
is incongruous - that is not to say that it must be out-
lawed everywhere. 
In the shopping centre, entertainment area, commercial 
area, advertising can be justified - it is appropriate there 
and is all part of the feeling of "place". The problem 
remains, however, of integrating advertising signs to the 
townscape. 
1.2 STUDY GOAL 
The goal of this study is to investigate the proposit-
ion that outdoor advertising can be a positive feature in 
the townscape. 
To attain this goal, five objectives are identified. 
The first is to review the literature on outdoor advertising. 
This serves to provide an overall context for the present 
study. The second objective is to develop and apply a 
technique in visual quality ass·essment. The third objective 
is to review regulations used to control outdoor advertising. 
The purpose of this is to evaluate the success or otherwise 
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6f these controls in integrating outdoor advertising in 
the townscape. The fourth objective is to consider out-
door advertising signs as a design potential in the town-
scape and the methods by which outdoor advertising can be 
better integrated into the townscape. 
1.3 METHODOLOGY 
The literature on outdoor advertising is reviewed. 
Two local authority regions in Christchurch, Christchurch 
City and Riccarton, are chosen as case studies. Laurie's 
1975 (cited in Zube et al.~ 1975) technique of visual quality 
assessment is adapted for outdoor advertising and applied to 
signs that occur in this study region. The respective 
district schemes are reviewed for the controls used for out-
door advertising. 
The elements that make up outdoor advertising signs 
is reviewed and how these elements can contribute towards 
creating effective and visually attractive signs. 
The current problems related to outdoor advertising 
signs are looked at and recommendations are made to improve 
the process of integrating outdoor advertising signs to the 
townscape. 
2 LITERATURE REVIEW 
2.1 INTRODUCTION 
This chapter provides a context for the present 
study. Outdoor advertising is defined and its history 
is briefly reviewed. The different views of the role 
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of advertising are considered. The design approaches and 
the needs for control are analysed. Different forms of 
classifying outdoor advertising are considered and for the 
purpose of this study, one form is adopted in order to 
analyse current controls. 
2.2 DEFINITIONS 
The Collins English Dictionary (1979) defines advert-
ising as "the action or practice of drawing public attention 
to goods, services, events, etc.". 
For the purposes of this study, the definition of 
advertising signs adopted by the Christchurch District 
Council is used. In the city Plan, sign is defined as: 
nSign includes every advertisement or advertising 
device of whatever nature whether painted 3 written 3 
printed3 carved3 inscribed3 endorsed or projected 
ont0 3 or fixed to or upon any building3 wall 3 pole 3 
structure or erection of any kind whatsoever 3 or 
onto any rock3 stone or tree or other object3 if 
such advertisement or advertising device is visible 
from any road or public place n. 
Christchurch city Bylaw 
No. 106 (1980) - Control 
of Advertising Signs. 
Under the planning scheme by-law, Riccarton Borough 
Council and Christchurch City Council definitions of sign 
are very similar. 
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2.3 HISTORY OF ADVERTISING 
Bolen (1981) provides the following about early 
advertising. The earliest documented advertising dates 
back to Babylonian times (2200-538 BC). During these 
times, symbols were quite important as customers could 
not read. The dairy would be represented by a picture 
of a goat, whereas a sign depicting a mule driving a mill-
stone stood for a baker. Skilled trades used signs show-
ing the tools of their work, for example, a carpenter 
was represented by a saw and chisel. 
These early signs were for the most part made of 
stone or terra cotta (Sampson, 1930, quoted in Sandage and 
Fryburger, 1963). The principal function of these early 
signs was to identify a merchant's place of business (Sand-
age and Fryburger, 1963). A valuable by-product of a sign 
is that of providing a landmark for the citizens of a town 
as house numbers were unknown then (ibid). 
The invention of the printing press provided the tech-
nology to mass produce printed material. The first 
printed English advertisement was a handbill or 'posterl 
announcement written by William Caxton in 1477 (Sandage and 
Fryburger, 1963). The art of outdoor advertising was then 
transformed from individually handcrafted pieces of folk 
art to mass production. with the Industrial Revolution, 
markets were developed and broadened with outdoor advertis-
ing serving as a medium to transmit information on individ-
ual products and retail outlets. 
In conclusion, while outdoor advertising has a long 
history, it was technological and economic developments of 
the last 200 years which resulted in the vastly expanded role 
of advertising. 
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2.4 THE ROLE OF ADVERTISING 
This section examines both the role and necessity 
of outdoor advertising. Quite clearly the role of out-
door advertising is to communicate information ranging 
from the location of goods and services, specific products 
and non-commercial information, e.g. directional signs. 
Attention-gathering devices through the use of words, 
pictures, colour, size, movement, position, timing and so 
on, aim at passing a message to the consumer. 
The necessityof outdoor advertising specifically, 
and advertising generally, is, however, a controversial 
issue. Bolen (1981) summarises ,the controversy. On the 
one hand it is argued that advertising costs money and 
hence increases the prices of goods and that it artificially 
stimulates consumers' desires to maintain the capitalistic 
system. To these accusations can be added, in the case for 
outdoor advertising, the commercialis.ation of the visual 
environment. On the other hand, it is argued that advertis-
ing provides the information necessary for the market to 
work efficiently, and that costs are reduced as the market 
size for products is increased and economies of scale 
achieved. Moreover, the role of advertising in stimulating 
consumer demand in order that full employment is maintained 
is also noted. From the pro-advertising viewpoint, outdoor 
advertising specifically is seen to enhance the visual 
townscape. 
Advertising in the form of outdoor media has grown in 
importance as the mobility of the population has grown. 
Consumer exposure to outdoor advertising has grown as a 
result of the growth of our suburbs, the decentralisation of 
our retail structure and our shorter work week. 
In contemporary New Zealand townscapes, outdoor 
advertising is a reality and has a role in communication. 
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2.5 THE NEED FOR CONTROLS 
This section examines the need for controls in outdoor 
advertising. The visual environment can be described as 
having two values; i) amenity - the aesthetic stimulus; 
ii) information - the knowledge acquiring process including 
perception, intuition and reasoning. The visual environ-
ment is a common property resource, no one is excluded from 
using it. For instance, to erect an advertising sign, 
rights are required to the property upon which the sign is 
erected, that is all. No right to the use of the visual 
amenity is necessary. yet the value of the visual amenity 
can be debased by such a sign. Thus, outdoor advertising 
can be described as a private use (by advertisers) of a 
"cornmon property" visual landscape. This problem of "common 
property" has been generally reviewed by Hardin (1968). 
The notion is that in a situation with open access to a 
resource and where users adversely interact, the result may 
be an undesirable social outcome. In outdoor advertising 
the undesirable outcome is that the amenity value of a scene 
can be degraded. It can also be so heavily congested with 
signs that the information of the signs themselves is not 
conveyed. 
Figure 1: 
Confusion worse 
confounded - Osbert 
Lancaster. 
Daily Express, 2.IV.64. 
In: Sharp, T. (1968) ,-
Town and Townscape. 
John Murray, London, 
Great Britain. 
"Nothing wrong at all .. 
thank you.. officer -
its just that I'm a 
terrih l y s low reader". 
For this reason, there is a need for regulation of 
outdoor advertising. While regulations to prevent sign 
congestion are relatively easy, it is not so easy to 
regulate the balance between the amenity value of a land-
scape and the demand for information via advertising 
signs. This is because society's preference between the 
two functions of the visual environment is difficult to 
measure. 
2.6 THE DESIGN APPROACHES 
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This section considers the responses to the visual 
landscape, advertisers can take in advertising sign design. 
Advertising can be used in two ways. The first is to do 
with the primary role of the sign, it must convey the 
information that is to be advertised. The second aspect of 
advertising is the design of an aesthetically appropriate 
sign to its setting. 
Depending on the value the advertiser places on the 
visual environment, i.e. amenity or information, advertisers 
can respond to advertising and its need in two ways. The 
advertiser may be most interested in the information conveyed 
from the sign and not its aesthetic attributes or, the 
aesthetic appropriateness of the sign to the setting is of 
primary concern to the advertiser. 
There are then two responses to advertising design 
depending on the value placed on the visual environment and 
therefore two design approaches. 
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DESIGN APPROACH 1 
The sign is designed to reflect the character and unique-
ness of the visual e nvironment (refer to Figure 2). 
This is a sympathetic response to the environment and 
the sign design is appropriate in its function and 
sensitively integrated into its surroundings. 
Figure 2: An example of Design Approach I. A sign 
reflecting the character and uniqueness 
of the visual environment. 
DESIGN APPROACH 2 
The communicative function of the sign is of primary 
importance and the aesthetics function is secondary. 
This approach usually results in sign s which strongly 
contrast with the environment . Sign systems of this 
kind do a good job of communicating information , but they 
are seldom carefully integrated with colours and materials 
of the environment. These signs dominate the chara cter 
of the visu a l environment and contribu te towards a strong, 
visual feature (refer to Figure 3) . 
Figure 3: An example of Design Approach 2 . A sig n 
dominating the character of the visual 
environment. 
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The appropriate approach depends very much on the 
visual character of the environment. The term 
'appropriate approach' is moreover subjective and 
designers may differ in what they consider appropriate 
for a particular environment depending on how sensitive 
and responsive they are to the environment. For some 
industrial projects, urban renewal scheme, modern archi-
tecture, making a dominant feature of the sign can add 
colour and vibrancy to the otherwise bland scene. For 
areas of strong architectural and historical implicat-
ions, e.g. the Christchurch Square, the Arts Centre, a 
sympathetic approach to the landscape may be preferable. 
In such areas, the character and uniqueness of the visual 
environment is very important and signs should be designed 
in sympathy to the existing visual character and not 
detract from the scene. 
2.7 FORMS OF OUTDOOR ADVERTISING 
Outdoor advertising takes many forms which can be 
categorised according to: 
A. The physical form the advertising sign 
takes. 
B. The type of information the advertising sign 
conveys. 
--
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A. The physical form the advertising sign takes 
i) Free- standing signs which have an independent means 
of support and are not attached to any building 
ii) 
as illustrated in Figure 4 (Christchurch city Council 
Planning Booklet No. 15, p. 12). 
S I GN 
S 
Figure 4: Free-Standing Signs 
Signs attached to buildings: signs under/ above a 
verandah, fascia signs, sky signs, vertical/ horizontal 
signs, painted signs on building walls. An example of 
a sign attached to a building is illustrated in Fig.5. 
Figure 5: A sign attached to a building . 
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iii) Miscellaneous: trailed banners, sky writing, 
balloons, flags, banners, l i tter bins, bus shelters, 
painted buses. Two examples are illustrated in 
Figures 6 and 7. 
Figure 6: Advertising painted on a bus. 
Figure 7: Advertising painted on a train coach. 
B. The type of information the advertising sign 
conveys 
i) Sign displayed is not in connection with the 
building or use in the premise, e.g. hoarding*. 
ii) Sign displayed is in connection with the building 
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or use in the premise, e.g. name sign, business sign. 
For the convenience of evaluating the planning regulat~ 
ions, the category of advertising signs according to its 
physical form: (Ai) free-standing signs and (Aii) signs 
attached to buildings, is used. Signs are regulated through 
this category under the Christchurch City Council, but the 
Riccarton Borough Council Planning Scheme does not make such 
a differentiation between signs. 
* Definition of hoardings: 
"Hoarding" includes any structure, wall, building or 
erection, part or all of which is let or used for the 
display of any advertisement or advertising device for 
goods or services or purposes elsewhere than on the 
premises on which the hoarding is displayed. 
Christchurch City Bylaw No. 106 (1980), 
Control of Advertising Signs. 
THE VISUAL 
QUALITV IMPACT 
3.1 INTRODUCTION 
In this chapter, outdoor advertising signs in a 
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case study area are analysed in terms of their visual 
qualities. The case study area comprises two local author-
ity regions in Christchurch: Christchurch City and Riccarton. 
The areas were chosen for their proximity and two local 
authority regions were chosen in order to compare and con-
trast the different situations. 
The concept used in analysing the outdoor advertising 
is· first explained, the results from the case study presented 
and conclusions drawn. 
3.2 CONCEPT OF VISUAL QUALITY ASSESSMENT 
For outdoor advertising signs to make a positive 
quality impact on the townscape, it must meet two require-
ments. Firstly, the appropriate design strategy (refer to 
Section 2.6) must be adopted. This will depend on the 
existing character of the visual environment. Secondly, 
the sign design must be appropriate within the design strategy 
taken. 
A sign design can be assessed on a range of visual 
quality, from being totally appropriate to being not approp-
riate to the setting. Where it lies along the scale is 
only relative and depends upon a number of elements that 
contribute towards its visual quality. An observer can 
analyse why (s)he finds a particular sign appropriate or 
not appropriate, by breaking the sign down to these elements 
and analysing the sign design on its appropriateness to the 
setting. 
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This also allows discussion between people of 
different points of view as to the points of their dif-
ference. Such an analysis is a valuable process in 
considering the merits of a particular outdoor advertising 
sign and as a result, in evaluating outdoor advertising 
controls. The visual quality assessment technique des-
cribed by Laurie (1975) (quoted in Zube et al." 1975) 
is adapted in this study to outdoor advertising. The 
approach used is represented in Figure 8. Figure 9 shows 
the alternatives in design strategy to take, given a 
setting. 
VISUAL QUALITY ASSESSMENT OF SIGNS ON THE LANDSCAPE 
IS Based on the Characteristics and Components of 
the Landscape: 
* spatial interest and continuity 
* architecture 
* vegetation 
* roofline. 
Based on the Inherent Qualities of Character-
istics and Components of the Advertising Signs: 
* size/scale 
* shape/form 
* colour 
* lettering 
* texture/pattern. 
Figure 8 
SIGN 
in the Landscape 
I 
~ 
Depending on 
the existing 
character of 
the visual 
environment. 
I 
I 
~ 
INTEGRATIVE DESIGN 
APPROACH 
The sign reflects the 
character and 
uniqueness of the 
visual environment. 
FEATURE DESIGN 
APPROACH 
The sign dominates 
the character of the 
visual environment. 
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Figure 9: The question of the appropriateness of a design 
strategy to its setting must be answered. 
The visual quality impact a sign makes on the land-
scape is contributed by the visual characteristics of the 
sign itself assessed against the landscape. The impact 
exists as a visual relationship of the sign against the 
setting. The following elements of the landscape are 
regarded as important contributors towards this relation-
ship. 
SPATIAL INTEREST AND CONTINUITY - Landscape is seen as a 
sequence of spaces. Its character has much to do with the 
impression made by the entire scene. Coherence is sought 
and a visual interruption is a natural eye-catcher whether 
beautiful or ugly. Outdoor advertising signs can be 
seen as a visual interruption forming a positive or negat-
ive spatial interest towards the continuity of the scene. 
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"A landscape may appear to have beauty if 
a single object is beautiful in itself but is 
in an uninteresting setting. The eye is 
stimulated by the quality of contrast between 
the object and its setting~ as well as by the 
intrinsic quality of the object itself". 
Zube, E.H. et al. (1975). 
ARCHITECTURE - Since advertising signs other than free-
standing signs are attached to a building of some sort, the 
relationship of the sign as a whole and its inherent 
qualities of characteristics and components (size/scale, 
shape/form, colour, lettering, texture/pattern), to the 
building is important. Walls define spaces and form the 
vertical background upon which signs are seen. The two 
design approaches will require different treatment where 
architecture is concerned. An Integrative Design Approach 
requires sensitivity to the architecture and architectural 
integrity maintained. However, in the Feature Design 
Approach maintaining existing architectural integrity may 
not be important. Signs as a dominant feature may take 
priority over existing architecture, as illustrated in 
Figure 10. 
} llJl 
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Figure 10: Sign dominating over the architectural style 
of the building. 
VEGETATION - Plants can have a significant impact on the 
visual display of a sign. Plant characteristics, e.g. 
form, texture and colour are interesting visual features. 
However, in many highly urban areas, plants do not exist 
at all to assess signs against. 
ROOFLINE - The roofline is an integral feature on the 
vertical axis contributing towards the continuity of the 
scene, e.g. roofline of a row of shops. Signs above the 
parapet or eave line of a building may break the roof line 
and destroy the architectural integrity of the upper 
levels of the building. Maintaining the architectural 
integrity of a building(s) through the roof line may be of 
low priority if the approach of signs being the dominant 
feature in the landscape is to take place. 
The following features are based on the inherent 
qualities of characteristics and components of advertising 
signs. These features contribute towards the aesthetic 
value of the individual sign itself and the visual impact 
it makes on the landscape. 
SIZE/SCALE - In the urban area, signs are designed for 
two main users, the pedestrian and the motorist. Signs 
designed for the motorist need necessarily be larger to 
remain legible (see Appendix 2). Under the two design 
approaches, size/scale factor can be used to create con-
spicuousness of the sign. The larger the sign, the more 
attention it attains. This criteria may be used in the 
favour of signs being the dominant feature. However, the 
relationship between the size/scale of the sign, the area 
space and man is crucial towards man's perception of com-
fort in the space. 
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SHAPE/FORM - For the Integrative Design Approach, signs 
should relate by their shape/form to the spaces they occupy 
e.g. slender box signs will fit better in corridor-like 
spaces (refer to Figure 11). 
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For the Feature Design Approach, signs command the 
scene and are therefore less restricted by the shapes of the 
spaces they occupy. In some cases, a sign shape in 
Figure 11: Integrative Design Approach. 
A sign relating by its shape/form to the 
space it occupies. 
Figure 12: Feature Design Approach. 
A sign not relating by its shape/form to 
the space it occupies. 
contrary to the shape of the space and positioned in the 
right location may form an interesting contrast (refer to 
Figure 12). 
COLOUR - Colour as a design element is essential in making 
the sign system appropriate to its environment. In the 
Integrative Design Approach, sign colours should relate to 
colours and materials of the building or space where the 
sign will be installed. In the Feature Design Approach, 
sign colours may contrast with the overall colour of the 
building or space. The use of colours for their own sake 
is emphasised in the second approach. The use of various 
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colours on different sized signs can create various degrees 
of conspicuousness (see Appendix 3). colours can also 
affect the legibility of words on a sign depending on the 
colour combinations used (see Appendix 4). 
LETTERING - Signs must be clear and legible in order to 
communicate information. The visual quality of the letter-
ing is affected by the colour, letter size, letter style, 
number of words, letter arrangement. These should be 
selected in view of the distance from which the signs are 
read, the reaction time of the viewer response from a moving 
vehicle, and its aesthetic contribution towards the sign. 
There are many letter styles to choose from, and a 
simple letter style w~y be preferable to a more decorative 
letter style in some cases so that the letter style will 
not detract from the architecture of the site. Appropriate 
lettering as a design element will help integrate signs to the 
setting, as illustrated in Figure 13 (see Appendix 5: check-
list for selecting or modifying alphabets for signing). 
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Figure 13: Sign lettering that is legible and of 
appr opriate style to its setting . 
TEXTURE/PATTERN - Texture/pattern of signs is related to 
the materia l s used. The range of materials used, the 
methods of manufacture and processing have increased widely 
with the progress in technology . However , outdoor advertis -
ing signs are limited in the choice of materials used , 
as they must be resilient to weather conditions. 
In the Integrative Design Approach , the chosen 
material for signs shoul d harmonise with l ocal building 
material . - Selection is therefore often limited to the 
• 
use of natural materials . The chosen sign material 
integrated with existing walls of buildings are immediately 
absorbed into the fabric of the area . 
In the Feature Design Approach, the ffiaterials used on 
the existing site need not limit the choice of material 
used for the sign. The wide range of materials that can 
be used in this design strategy , especial l y plastic , offer 
a limitless selection of shapes and forms that signs can take. 
• 
3.3 APPLICATION OF VISUAL QUALITY ASSESSMENT TECHNIQUE 
This section examines the visual quality impact of 
outdoor advertising signs on Christchurch townscape. 
The visual qualities assessment is made according 
to Figure 8. The outdoor advertising signs chosen for 
assessment were taken from areas under the Riccarton and 
Christchurch City Planning Scheme. The use of the word 
'townscape' in this study is restricted to areas of busy 
vehicle or pedestrian traffic i.e. areas designated 
commercial, cultural, or industrial zone in the related 
planning maps. 
In this study, I am concerned with signs 
that 'communicate and gain attention' from the public. 
Small signs that do not 'command the visual environment', 
and private identification signs, are 
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e.g. business 
therefore not assessed. Visual qual it:,; assessment is con-
ducted on both free-standing signs and signs attac:hed to 
buildings. 
The visual quality of outdoor advertising signs 
in the towns cape is assessed firstly on the basis of the 
appropriateness of the design approach taken. The signs 
are then assessed on the ba:sis of their appropriateness 
within the design strategy taken. The visual quality 
assessment is made from the street level during the day-
time. 
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Figure 14: 
Hereford Street 
under Christchurch 
Ci t y Planning 
Scheme. 
THE SETTING - The visual character of the streetscape draws 
from the fine architectural details of the facade . 
THE APPROPRIATE DESIGN APPROACH - The appropriate design 
approach for such a setting is the Integrative Design 
Approach. The sign should reflect the character and unique-
ness of the total environment. 
THE SIGN: VISUAL QUALITY AND- THE IMPACT at) THE VISUAL 
ENVIRONMENT - The lettering style of the sign is too 'heavy' 
for the elegant details of the facade. The materials used, 
colour, shape/form do not integrate the sign to the existing 
environment but instead createsa dominant feature of the sign. 
The position and vertical alignment of the sign Q.B.E. has 
detracted from the architectural integrity of the facade. 
The existing design approach is inappropriate to the setting. 
The sign has been made a dominant feature and has detracted 
from the setting. A pos i tive visual contribution would have 
been made if the sign reflected the character and uniqueness 
of the total environment. 
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Figure 15 : High Street under Christchurch City Planning Scheme . 
• 
THE SETTING - The visual character of the streetscape draws 
from the facade of the buildings. The repetition of windows, 
the continuity of the parapet, the colour and texture of mater-
ials used and the architectural details reflect the character 
and uniqueness of the visual environment. 
THE APPROPRIATE DESTGN APPROACH 
Any sign mounted against such a setting should take the 
Integrative Design Approach and not detract from the setting . 
THE SIGNS: VISUAL QUALITY AND THE HIPACT ON THE VISUAL 
ENVIRONMENT 
Signs land 2 are of contrasting colours, made of 
plastic material and are mounted at right angles to the 
facade. 
attached 
facade. 
Their position and angle at which they are 
to the building breaks the continui ty of i:he 
The fascia signs work with the continuity of the 
verandah and have not detracted from the architectllral 
detail of the building. 
are not of high value. 
Aesthetically, the fascia signs 
The design of Signs I and 2 are not made in response 
to the architectural style and are highly inappropriate to 
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the situation. 
impact 
to the 
on the 
The signs have created a negative visual 
facade. The fascia signs are well integrated 
facade by their size and location. 
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Figure 16: Tuam Street/Manchester Street under Christ-
church City Planning Scheme. 
THE SETTING - This busy intersection of streets draws 
its character from the design of buildings built in the 
early 1900s. Architectural detail is lacking and the 
building presents a visually bland facade . 
THE APPROPRIATE DESIGN APPROACH 
A sign design made the dominan t feature in the street-
scape is appropriate and could add interest to this other-
wise bland space. 
TilE SIGN: VISUAL QUALITY AND THE IMPACT ON THE VISUAL 
ENVIRONMENT 
The sign design is integrated with the whole building . 
The sign design is ef f ective and simple, relying only on 
two colours . Colours have been used for the sake of it-
self and allow the sign to stand out. 
The sign design is a p propriate and has added colour 
and excitement to the space and architectural facade that 
is otherwise visually bland. The sign has created an 
attractive feature out of what would otherwise be an 
uninspiring frontage. 
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Pigure 17: Victoria Street under Christchurch City 
Planning Scheme. 
THE SETTING - A commercial street that draws its visual 
character from a variety of uninspiring building styles. 
THE APPROPRIATE DESIGN APPROACH 
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A sign design made the dominant feature or. the street-
scape is appropriate, and could add interest to this other-
wise bland space. 
THE SIGN: VISUAL QUALITY AND THE IMPACT ON THE VISUAL 
ENVIRONMENT 
Advertising is conveyed through the building style 
and the literal information. The sign design is well 
planned and integrated to the building as a scheme. The 
sign design is simple and bold , and stands out in the 
space . Colours used are bold and bright, l e ttering is 
simple, contributing towards the vibrancy of the sign 
design. 
The sign design is appropriate and has formed a 
visually attractive landmark on the street. The sign has 
added colour, interest, vibrancy to an otherwise blank 
space. 
ment. 
It has contributed positively to the visual environ-
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Figure 18: Poplar Street/High Street under Chr i stchurch 
City Planning Scheme. 
THE SETTING - This space is visually b l and and often 
unnoticed. It is on a side-street and bordered by the 
uninspiring side walls of buildings. 
THE APPROPRIATE DESIGN APPROACH 
There is 
this setting. 
Design Approach 
no strong , unique character 
An appropriate sign design 
could add interest to this 
existing in 
using the Feature 
space. 
THE SIGN : VISUAL QUALITY AND THE IMPACT ON THE VISUAL 
ENVIRONMENT 
• 
The sign design is s i mple and the appropriate use 
of colour , size/scale, lettering has resulted in an eye-
catching sign design. The texture of the brick is seen 
through the paintwork integrating the sign to the rest of 
the wall surface. The use of the green colour has be en 
repeated on the windows to give continuity to the space . 
Appropriate and effective sign design has added visual 
interest to this uninteresting alley. The sign design has 
contributed positively to the visual environment . 
-Figure 19 : Victoria Street under Christchurch City 
Planning Scheme. 
THE SETTING - A commercial street that draws it visual 
character from a variety of uninspiring building styles. 
THE APPROPRIATE DESIGN APPROACH 
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A sign design made the dominant feature in the street-
scape is appropriate and could add interest to the space. 
THE SIGN : VISUAL QUALITY AND THE IMPACT ON THE VISUAL 
ENVIRONMENT 
The letter style used is simple, bold and appropriate 
to the architectural details of the bui l ding. The sign 
design has paid attention to the alignment of the second 
storey of the building. This horizontal alignment and the 
use of the same colour tone as the building relates the sign 
to the continuity of the space. The sign is made a dominant 
feature by the use of size, yet it relates well to the rest 
of the space by the use of colour, horizontal alignment and 
simple style. The use of plants of varying colours in flowers 
and foliage have not contributed towards the visual display of 
the sign . Instead, they cause a visual detraction to the 
sign. The sign has added visual interest to an otherwise 
blank wall. The sign design ~s appropriate and has produced 
a positive visual impact to the environment. 
r 
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Figure 20: Cas h e I Street under Christchurch City 
Planning Scheme. 
THE SETTING - A busy, commercial section of the town , d raw-
ing its character from a var iety of architectural styles 
around it. This space is dominated by the monotony of a 
flat, horizontal plane used for a car park and the bleak, 
concrete wall of the bUilding. 
THE APPROPRIATE DESIGN APPROACH 
A dominating sign design is appropriate and could 
add interest to this otherwise bland space. 
THE SIGN: VISUAL QUALITY AND THE IMPACT ON THE VISUAL 
ENVIROmlENT 
The sign is designed primarily to convey information . 
• 
This it does very effectively. However, very little thought 
has been given towards the aesthetics of the sign. It is 
a very simple, uncluttered design and its dominance is 
derived mainly through its size and position . 
The Feature Design Approach take n is appropriate, 
however, the sign has contributed li tt le towards the 
aesthetics of the space. 
--
Figure 21 : Tuam street under Christchurch City 
Planning Scheme . 
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THE SETTING - This space has no strong intrinsic character . 
The parking space is bordered by bleak side wal l s of build-
ings and the horizon is broken up by an irregular roofline. 
THE APPROPRIATE DESIGN APPROACH 
Given this bland setting, signs dominating the visual 
character of the environment is the appropriate design approach. 
THE SIGN: VISUAL QUALITY AND THE IMPACT ON THE VISUAL 
ENVIRONMENT 
This space is dominated by not one , but several signs 
of various sizes and colours. They are all arranged at 
varying heights . The 'Casio' sign is simple and eye-
catching by the use of bold lettering and colours. It is 
appropriately designed for motorist attention and to the set-
ting. The 'Turners ' sign is cluttered with information and 
the use of colours is poor. The sign is inappropriately 
designed for motorist attention or to the setting. The car 
parking signs consist of free-standing signs and signs 
painted on building walls . These signs are designed for 
the sole purpose of conveying information. They contribute 
nothing towards the aesthetics of the visual environment . 
The signs are visually conflicting , badly balanced in 
design and have resulted in an undesirable , confused street-
scene . The combination of signs have contributed negatively 
to the visual environment. 
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Figure 22 : Gloucester Street under Christchurch city 
Planning Scheme . 
TilE SETTING - This is a busy , commercial street and 
buildings of various styles and height dominate the scene. 
The street does not reflect any dominant characteristic 
or uniqueness . There is no visual linkage in the scene . 
THE APPROPRIATE DESIGN APPROACH 
Since there is no strong visual characteristic in 
the scene, a dominant sign design is appropriate and can 
add interest to the scene. 
THE SIGN: VISUAL QUALITY AND THE IMPACT ON THE VISUAL 
ENVIRONMENT 
The 'C.T. Computing' sign is cluttered and 
inappropriately designed for legibility to the motorist. 
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The variety of colours contrasting with one another 
on the sign and against the building, the different letter 
styles, have all contributed little towards the aesthetics 
of the sign itself. 
The '~vave House' sign is simple and bold. It has 
been designed to convey information and this it does boldly 
and directly; however, aesthetically, it is lacking. 
The Feature Design Approach used by the two signs is 
appropriate. However, the signs have contributed little 
towards the aesthetics of the visual environment. In 
fact~ the signs being of equal size, contrasting colours, 
inappropriately located on-the building, slightly disaligned, 
have all led to the visual disharmony of the environment. 
-
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Figure 23: Papanui Road under Christchurch City 
Planning Scheme. 
THE SETTING - The visual character of the streetscape draws 
from uninspiring rows of shops on opposite sides of the 
road. 
THE APPROPRIATE DESIGN APPROACH 
The appropriate design approach for such a setting is 
the Feature Design Approach. A dominant sign, appropriately 
designed, could add interest to an otherwise bland scene. 
THE SIGN: VISUAL QUALITY AND THE IMPACT ON THE VISUAL 
ENVIRONMENT 
The sun- shade is a refreshing media to use for the 
advertising sign. The lettering is bold and simple. The 
colours used on the slgn , i.e. red, white and blue, are 
repeated with the rest of the shop frontage , relating the 
sign to the shop. Colour and movement have been 
introduced through the use of effective sign design. 
The sign design is appropriate and has added a touch 
of drama and ident i ty to the scene. The sign has contributed 
positively towards the visual environment . 
Figure 24: Riccarton Road under Riccarton Borough 
Council Planning Scheme. 
THE SETTING - A busy street a pproaching the commercial 
region of Riccarton. The character of the setting draws 
from the various signs of active trading taking place . 
THE APPROPRIATE DESIGN APPROACH 
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Given this c ommercial setting with no dominant visual 
character , a Feature Design Approach could add interest to 
the scene . 
THE SIGN: VISUAL QUALITY AND THE IMPACT ON THE VISUAL 
ENVIRONMENT 
The architecture and sign on the building are integrated 
as an advertising unit . The sty le ~f advertising is simple, 
direct and eye-catching. The free-standing sign has not 
contributed aesthetically to the overall advertis ing scheme. 
It is unnecessary , contributing no additional information to 
what is already integrated with the building and has only 
resulted in a clutter of signs . 
The sign design of the building has made a strong 
identity to the trade and the space, and is appropriate in 
this commercial setting. The sign has reinforced the visual 
identity of the area, an area of "buying and selling". 
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Figure 25: Blenheim Road under Riccarton Borough 
Counci l Planning Scheme. 
THE SETTING - A busy road dominated by large industrial 
buildings. The setting lacks aesthetic value. 
THE APPROPRIATE DESIGN APPROACH 
Given such a bleak setting, a sign design made a domin-
ant feature could add interest to the visual environment. 
THE SIGN: VISUAL QUALITY AND THE IMPACT ON THE VISUAL 
ENVIRONMENT 
The sign works on the principle of contrast to t h e 
visual environment. The contrast is obtained through the 
use of the bright colours and the vertical alignment of the 
sign. If the sign had conformed to the ~orizontal alignment 
of the building structure, it would only have reinforced the 
monotony of the blank horizontal style. Visual interest 
has been introduced through the use of colours, location , 
simple letter sty le and vertical alignment of the sign. 
The sign design 
interest to the sign. 
is appropriate and has added visual 
The vertical 
is appropriate ; however, the visual 
alignment of the sign 
quality impact of the 
sign on the environment would be improved if the sign is 
located on ground level, thus preventing it from looking like 
a chimney . 
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Figure 26: Mona Vale Avenue/Riccarton Road under Riccarton 
Borough Council Planning Scheme. 
THE SETTING - A 'remnant ' piece of land running alongside 
a railway line and visible from the busy Riccarton road. 
This space draws its character from the row of trees and the 
busy street . 
THE APPROPRIATE DESIGN APPROACH 
Given the setting, a Feature Design Approach is 
appropriate. 
THE SIGN: VISUAL QUALITY AND THE IMPACT ON THE VISUAL 
ENVIRONMENT 
Both signs are well designed and we ll maintained. 
The lettering styles are simple, colQurs used are appropriate 
and the overall effect is good . The signs are designed 
without clutter and appropriate 
attention . The use of plants 
to catching 
have helped 
the motorist's 
in framing the 
signs, softening the harsh outlines and integrating the signs 
to the space. 
The visual impact the signs make On the environment 
is positive . The signs are appropriately designed and 
have added interest to a space which would otherwise be over-
looked . 
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3.4 CONCLUSION 
As a technique, the visual quality assessment check-
list has proved useful for assessing outdoor advertising 
signs. It is useful in that factors of outdoor advertising 
signs that contribute towards the visual impact oan be 
identified and assessed individually. Differences in opinion 
regarding the merits of a sign can be explained with the 
aid of the checklist. The checklist can be used by Local 
Bodies for the assessment of outdoor advertising signs or 
the checklist can be adjusted and used in the assessment of 
other visual features, e.g. sculpture, building/architecture 
in the landscape. 
One of the problems related to this piece of research 
is the selection of signs to be analysed. The basis of 
selection was.being conspicuous and reaching out for attention. 
This may have resulted towards a bias of Feature Design 
Approach. 
From Section 3.3 it can be seen that outdoor advertising 
have contributed towards a range of visual quality impact in 
Christchurch townscape. They range from examples contributing 
very positively to the townscape, to signs of inappropriate 
design approach. From the examples reviewed, Figures 14 and 
15 demonstrate inappropriate design approach. The signs 
have detracted from the character and uniqueness of the visual 
environment. Figure 20 demonstrates the appropriate design 
approach has been taken, but the sign has contributed little 
towards the aesthetics of the environment. When many signs 
are placed in a cornmon area, e. g. the side wall of a building, 
the sign design may be appropriate; however, the physical 
arrangement of the signs may result in a negative visual 
impact on the townscape as demonstrated in Figures 21 and 22. 
Signs in Figures 16, 17, 18, 19, 23, 24, 25 and 26 are 
appropriate and have contributed positively to the visual 
environment. The positive visual contribution of the signs 
examined give the townscape are colour, interest and vibrancy 
to what would otherwise be bland spaces. 
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The use of plants in the examples examined have not 
always contributed positively to the visual display of signs. 
Plants with a colourful display of flower or foliage, as 
demonstrated in Figure 19, are unsuitable as they detract 
from the colours of the sign. Dark green foliage with no 
colourful flowers or foliage are most suitable when used 
with colourful sign displays as demonstrated in Figure 26. 
The plant size and form must also be carefully considered to 
be of a significant scale to the sign. 
The Feature Design Approach is the most common approach 
used by advertisers in Christchurch. Appropriately used, 
it can contribute towards a 'good' sign display. However, 
this approach may not always be the best strategy to adopt 
as demonstrated by Figures 14 and 15. The popularity of the 
approach may be explained by advertisers preferring this 
approach as it achieves their advertising objectives by 
gathering most attention to their signs. This may, however, 
be achieved to the detriment of the townscape for which plan-
ning regulations are set up with the intention of preventing 
this from happening. 
Planning regulations are considered in the following 
section. 
4 CURRENT CONTROLS IN CHRISTCHURCH 
4.1 INTRODUCTION 
In the previous chapter, I analysed the visual quality 
impact of outdoor advertising signs on the townscape. In 
this section, I shall review the planning schemes relevant 
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to the areas under study and see how effective these regulat-
ions are as a tool in integrating outdoor advertising signs to 
the townscape. 
To examine the control effectiveness, I shall look at 
the objectives set out under each district scheme, examine 
the controls set up to meet these objectives and how well 
these controls achieve their purpose. 
4.2 OUTDOOR ADVERTISING SIGN CONTROLS 
The Town and Country Planning Act 1977 provides for 
"the preservation or conservation of buildings, objects and 
areas of architectural, historic, scientific or other interest 
or of visual appeal" as a matter to be dealt with in District 
Schemes. Planning regulations for outdoor advertising are 
provided for under the section "Amenity" in the Planning 
Scheme and also included in this section are planning 
controls for buildings of historic and architectural inter-
est, tree protection and landscaping. 
Under the Town and Country Planning Act 1977, amenities 
are defined as, 
"those qualities and conditions in an area which 
contribute to the pleasantness~ harmony~ and coherence 
of the environment and to its better enjoyment for 
any permitted use". 
The definition is nebulous and as such, the local 
authorities' approach towards this problem is varied. 
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4.2.1 Objectives 
Riccarton Borough Council - No overall objective is 
stated in the Riccarton Borough Council Planning Scheme; 
however, a general statement on the necessity for control 
of outdoor advertising is stated as, 
"Outdoor advertising industry ..... must be accepted 
as an established fact in modern commercial enterprise. 
In the interest of amenity and safety it is necessary 
as with all other uses~ that there should be some 
form of control~ but at the same time~ the industry 
is entitled to know what it may do as of right". 
(Riccarton Borough Council Planning Scheme, p.77) 
This portrays a negative attitude towards outdoor 
advertising. It is seen as an inevitable activity generated 
in modern commercial enterprise that has to be controlled 
in the interest of safety and "amenity". 
Christchurch City Council - The general planning object-
ive for amenity in the Christchurch City Council Planning 
Scheme is, 
"To promote a standard of amenity and public health 
which will improve the "garden city" image and further 
establish the reputation of the city as a good place 
to live". 
(Christchurch City Council Planning Scheme, p.5) 
There is no definition as to what is a good place to 
live, neither is it disclosed what sector is making the 
analysis and on what basis. 
Signs are recognised to be an important feature of the 
townscape but its visual appearance can have a marked effect 
on amenities. The planning objective for advertising is: 
"To ensure a high standard of design for advertising 
signs in order to protect public. amenity and safety", 
(Christchurch city Council Planning Scheme, p.42) 
"The main objective is to ensure that signs are not 
displayed in a manner that would be detrimental to 
the visual amenities of an area or would create 
a traffic hazard". 
(Christchurch City Council Planning Scheme,p.44) 
The meaning of "high standard of design" and "visual 
amenity of an area" is not disclosed. 
4.2.2 Regulations 
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To achieve the objectives, the various planning 
schemes have set up regulations for outdoor advertising signs 
as follows. 
Riccarton Borough Council - The regulations for outdoor 
advertising in the Riccarton Borough Council Planning Scheme 
operate through two zones: residential zone; commercial and 
industrial zone. In this study I am concerned only with the 
busy townscape, i.e. th~commercial and industrial zone. 
Under the commercial and industrial zone, the 
controls are: 
a) No sign shall be erected or displayed in any commerc-
ial or industrial zone so as to be obtrusively visible 
from a residential. zone. 
b) No red or green illuminated sign which may cause con-
fusion with traffic signals. 
c) A restriction in the display area of the sign. 
Amenity control has been stated as one of the 
objectives. On close examination of the regulations, 
amenity control operates only through 1) the restriction in 
the display area of the sign, and 2) the protection of resid-
ential zone against visual obtrusion by signs. I 
feel. that these regulations are inadequate towards satisfying 
the objective of amenity control. If the term 'amenity' 
involves aesthetics and preserving· the positive visual 
characteristics of the place, the regulations are inadequate. 
The special protection for residential areas 
against obtrusive signs can be interpreted as, from the living 
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quarters, signs are undesirable and not an integral element in 
the visual landscape. 'Obtrusively visible' is a vague 
term. Since visual quality is a subjective term, a measure 
of visual obtrusion is not possible. 
The system of computing the aggregate area of 
sign permitted relative to the building area is doubtful as an 
amenity control. Does human perception operate such that one 
square foot in excess of the permissible area renders a sign 
too big in proportion to a building, and therefore "ugly" and 
not in the interest of amenity? The controls prevent the 
adverse proliferation of outdoor advertising. However, the 
finer points of aesthetic controls are inadequate. 
Christchurch City Council - The Christchurch city Council Plan-
ning Scheme sets out a series of standards that provide a frame-
work for ensuring that building and land uses establish in such 
a way as to be compatible and complementary to each other. 
This is achieved by the operation of two techniques: zoning; 
and performance elements and standards. 
"Performance element can be used to introduce 
flexibility through discretion and dispensation 
procedures. Provided the performance element 
is met~ the method of meeting is of little conseq-
uence". 
(Christchurch City Council Planning Scheme, p.12) 
In examining outdoor advertising signs in the 
townscape, we are concerned with the cultural, commercial and 
industrial zones under the Christchurch City District Scheme. 
Permitted signs in cultural zones and their performance 
elements and standards 
a) Design and appearance 
"Signs shall be limited to those displayed in 
connection with any permitted building or use 
in the zone. Any sign visible from a residential 
zone~ recreational zone~ or from a road shall not 
exceed 1.1 m2 in area". 
(Christchurch City Council Planning Scheme, p.138) 
Sign. 
Cultural I zone incorporates the Arts Centre 
Much flexibility has been introduced under the 
regulations for outdoor advertising signs. 
". . . .. to retain and enrich the cultural 3 
historic and architectural character of the old University 
site"3 has been recognised under the zone statement. Signs 
permitted on display are restricted to only those relevant 
to the site and building. 
signs is made at 1.1 m2 
A limit on the display area of 
A size limit may be benefificial 
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towards the character of the area as it is at present already 
a built-up area and large signs will only add to visual 
clutter. However, the limit of a 1.1 m2 on display area 
seems too specific. Are signs 1.05 m2 in the area "good" and 
signs 1.15 m2 or over, "bad"? 
Permitted signs in commercial and industrial zones and 
their performance elements and standards 
a) Amenities of residential neighbours 
"No sign shall detrimentally affect the amenities 
of any land or propertY3 tend to depreciate the 
value of nearby propertY3 or be obtrusively 
visible from a r~sidential zone". 
(Christchurch City Council Planning Scheme, p.38) 
The term "visually obtrusive" is subject to 
interpretation and a means by which it may be measured is not 
provided. 
b) Traffic safety and traffic control 
"No sign shall detrimentally affeot traffic 
safety or traffic control by obstructing drivers' 
vision 3 or causing confusion or distraction for 
drivers 3 or creating a situation hazardous to the 
safe movement of traffic". 
(Christchurch City Council Planning Scheme, p.138) 
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c) content of sign 
"Information displayed on signs is restricted 
to that pertaining to the site or building~ 
except as otherwise provided", 
This regulation restrains the exploitation of the 
landscape as a medium for displaying commercial information. 
It allows for only the advertising of goods and services 
available on site. 
d) Design and appearance 
Special amenity provision is made for Cathedral 
Square, Victoria Square, New Regent Street, pedestrian malls 
and the Commercial 3 zone. Except for these special areas, 
signs attached to or on any building or its walls or a 
verandah, are permitted provided that no part of the sign 
protrudes above the line of the eaves or parapet of the 
building. 
This control preserves the integrity of the architect-
ural design. However, it does not to any large extent 
integrate signs as an architectural element to the building. 
This is because the control only makes provision for the 
eaves and parapet line of the building. 
height. 
Free-standing signs are limited in display area and 
The relevance of a strict cut-off point in sign 
size as a means of achieving amenity objectives is doubtful. 
Moreover, the method by which the specific limit is made is 
not revealed. Whether there is some broad relationship between 
sign size and visual disamenity is doubtful. The use of a sign 
which exceeds this limitation of regulation may be far more 
pleasing, may even enhance the visual aspect of the site even 
if of a larger surface area. 
In assessing Christchurch City Council regulat-
ions against their objectives, the control of the aesthetic 
element of signs is inadequate. Other than controlling signs 
from being "obtrusively visible" and "detrimentally effecting 
the amenities of any land or property", there is little or 
no control over the aesthetics of signs. 
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Limits are made on factors which are technically 
measurable, e.g. display area. These limits can be seen as 
being restrictive to the initiative of the advertiser or 
designer. While such limits no doubt have a role to play 
towards the control of outdoor advertising, they do not 
guarantee exclusion of "bad" signs. 
The Christchurch City Council Scheme is set up 
on the policy of performance index and performance element. 
However, for regulatory purposes, some regulations are made 
based on measurable quantities. This is restrictive and 
results in a system of practice based on conservative, con-
ventional regulations. 
4.2.3 Discussion' 
The planning schemes examined demonstrate that 
advertising in the street is subjected to a complex of frame-
work of regulations aimed at controlling a proliferation of 
posters and signs in the interests of 'amenity' and 'public 
safety'. From the study in Section 3.3, we conclude that 
signs in the Christchurch landscape contribute towards a range 
of visual quality impact as shown in Figure 27. The signs 
range from those which contribute very positively to the 
visual environment to signs that are inappropriate to the 
setting. Yet all these signs which are reviewed and 
distributed around Christchurch as shown in Figure 28 comply 
within the regulations ,set up by the relevant planning schemes. 
I 
47 
I Visual quality impact Figure no. Sign location Regulated by of the sign/s on the 
landscape 
14 Hereford Street CCC* Negative 
15 High Street CCC Negative 
16 Tuam Street/ CCC positive 
Manchester Street 
17 victoria Street CCC positive 
18 poplar Street/ CCC positive 
High Street 
19 Victoria Street CCC positive 
20 Cashel Street CCC Negative 
21 Tuam Street CCC Negative 
22 Gloucester Street CCC Negative 
23 Papanui Road CCC positive 
24 Riccarton Road RBC* positive 
25 Blenheim Road RBC positive 
26 Monva Vale Avenue; RBC positive 
Riccarton Road 
* CCC - Christchurch City Council 
* RBC - Riccarton Borough Council 
Figure 27: List of signs reviewed and their visual quality impact 
on the landscape. 
ARE1'. ENLARGED 
o 0.5 1 kilometre 
eCALE I I I 
*Sign regulated by Christchurch City Council 
-Sign regulated by Riccarton Borou<;Jh Council 
Figure 28: Location map of signs reviewed. 
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The term 'amenity' is a nebulous term which 
essentially defies a definitive interpretation. Objectives 
and regulations set up for 'amenity' control are vague. 
The difficulty of regulations for outdoor advertising signs 
no doubt lies in the control of the 'amenity' of the environ-
ment. The existing controls in the two planning schemes 
examined exist as a basic code. This code spells out definite 
criteria of measurement for technical factors, e.g. limits on 
display area and height restrictions. Whether such measure-
ments relate to visual and 'amenity' control is questionable. 
Applications for signs to be put up have to be 
reviewed by the planning authority. The planners may prohibit 
a sign which in their opinion is contrary to the amenity of 
the region or may endanger traffic safety. The result may be 
that advertisers will produce displays which fall within the 
terms of deemed consent rather than produce a scheme which 
would be of a better quality but would require time and expense 
to obtain express consent. The initiative of advertisers may 
be stultified and what can be a potential design element in the 
townscape ends up in a conformity of design displayed in a 
horizontal and vertical alignment. 
The best example of a visually unattractive form of 
outdoor advertising yet conforming within regulations is used 
in petrol filling stations and car sales yards. An example 
is shown in Figure 29. Various forms of attention-gathering 
devices are used, flags, banners, 'mobile' signs. These 
result in a cluttered appearance, environmentally and commerc-
ially unsound although within the deemed consent provisions of 
the regulations. 
Figure 29: The forecourt of a petrol filling station 
cluttered with outdoor advertising media . 
The Christchurch City Council Planning Scheme 
introduces some flexibility into the regulations through 
the performance index, and performance standard criteria. 
However , for administrative purposes, the r esultant regu-
lations are no different to the regulations set by the other 
planning schemes. The princip l e of the approach is good but 
the problem lies in the administering of the regulations. 
I feel that planners tend towards a conservative and con-
ventional approach , treating advertisements other than those 
complying by the regulations ~aid out with utmost care. 
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The basic code of technical criteria signs must 
satisfy, operate according to the use of the area, e . g. 
commercial, industrial or residential area . The regulations , 
however, make no response to the appropriate design approach 
to be taken according to the visual character of the existing 
environment . 
Section 3 . 3 demonstrates that the Feature Design 
Approach is a very common approach 
design approach can be used to the 
in Christchurch. Such a 
benefit of the advertiser 
to gain public attention to the sign. Used appropriately, it 
----------------------------------
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can add interest and vibrancy to the townscape as is demon-
strated in Figures 16, 17, 18, 19, 23, 24, 25 and 
such a dominant approach may prove detrimental to 
26. However, 
some ~f 
Christchurch's old but architecturally interesting buildings. 
Figures 14 and 15 demonstrate the negative impact caused on the 
visual environment when an inappropriate design approach is 
taken. The signs have complied within the basic code of tech-
nical criteria, regulations have been laid out accordin'; to 
the use of the area. However, the regulations have not 
responded to the appropriate design approach to be taken 
according to the visual character of the existing environment. 
Areas of high visual amenity are given special 
protection by the classification of Special Amenity Areas. 
All other signs are regulated by the same basic code if they 
exist within a certain use area. This system of regul,ation 
occurs regardless of the visual character of the existing 
environment. If settings are unique and outside a large area 
which can be easily zoned 'Special Amenity Areas' (whic:~ includes 
Cathedral Square, Victoria Square, New Regent Street, p,=dest-
rian malls), regulations must respond to such circumsta:~ces. 
Such an approach is necessary to a larger degree under the 
Christchurch City Scheme rather than the Riccarton Borol~gh 
Scheme. This is because streets in the Riccarton area are 
more recent and of lesser visual character than the older 
streets under the Christchurch Scheme. 
Outdoor advertising signs are a potentially positive 
visual feature of today's world. What the regulations have . 
done is to take away the worst state of outdoor advertising 
proliferation, but what it hasn't done is to control th,= finer 
points of the aesthetics of each sign. We can conclude that 
the controls for the aesthetic attributes of signs can be 
improved and signs can be better integrated as a design in our 
townscape. 
The following section looks at integrating signs as 
a design element in the townscape. 
5 
INTEGRATING OUTDOOR 
ADVERTISING SIGN TO 
THE TOWNSCAPE 
5.1 INTRODUCTION 
This chapter looks at outdoor advertising as a design 
element in the townscape. The problems and methods related 
to integrating outdoor advertising signs to the towns cape 
are reviewed. 
5.2 OUTDOOR ADVERTISING SIGNS AS A DESIGN POTENTIAL 
From Section 3.3 we can see that outdoor advertising 
signs have contributed interest, excitement, vibrancy to 
many of our urban spaces. Outdoor advertising sign:;; are 
often accused of being 
"the major cause of visual confusion and uglineBs 
in our towns and cities today". 
(Design Council 1976) 
This statement appears too strong according to most of 
the examples assessed on the Christchurch townscape. How-
ever, we can say that outdoor advertising in Christchurch is 
generally conventional and conservative. Advertising is 
generally restricted by regulations to horizontal and vertical 
plaques, painted walls and the few bold attempts of incorporat-
ing advertising with the whole building style, e.g. Figures 16 
and 17. 
Outdoor advertising signs are a visual resource in our 
townscape. 
"Tasteful advertising on weU-designed, weLL-cared for 
and wall-placed structures of various types ca~ add 
colour, light, interest and gaiety to what otherwise 
might be a rather drab and steriLe scene". 
(purday, N.; Hockley, D., 1976) 
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with the technology advancement of today, a wide range 
of materials ranging from the natural to the synthetic are 
available for outdoor advertising signs. Signs need no 
longer be confined to horizontal and vertical plaques on 
shop fronts, as a variety of adventurous approaches are made 
possible. Some examples of effective outdoor advertising 
signs are illustrated in Figures 30 to 42 (F i gu res 31 to 42 
are taken from Follis , J . i Hammer, D. , 1979). 
Figure 30: Banners as a form of inexpensive but dynamic 
outdoor advertising display add colour and 
movement in the environment. 
Chancery Arcade , Christchurch . 
Figures 31-35 
Graphics prograllUUe, 
White Plains Mall~ 
White Plains, New ~ork. 
Fig.34 
Fig.33 
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Fig.3l 
Fig.32 
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Fig.36 
Figures 36-37: 
Promotional signing for 
urban 
Oaks, 
Fig. 37 
development area, 
Illinois. 
an 
River 
Fig.41 
Figures 38-41: 
Sculptural signs. 
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Figure 42: 
Monumental numeral 
marking of West 27th 
Street, New York. 
The opportunity and potential of outdoor advertising 
signs as a design element contributing positively towards the 
environment has not been fully utilised in Christchurch. We 
can identify the problems of the present situation resulting 
from various levels by using Figure 43. 
Attitude of Planners 
REGULATIONS 
IMPLEMENTATION 
Figure 43: Problems relating to integrating outdoor 
advertising signs to the townscape. 
5.2.1 The Attitude of Planners Towards Outdoor 
Advertising Sign Control 
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The attitude and underlying philosophy of planners 
towards outdoor advertising signs can be regarded as negative. 
They regard outdoor advertising signs as an inevitable con-
sequence of the consumer world, and controls are required to 
protect public safety and 'amenity'. Planners' attitude towards 
outdoor advertising signs should change if its design potential 
is to be realised. The regulations as they stand give the 
local planning authority a free rein to interpret 'amenity' 
according to the characteristics of a particular locality, and 
the possibilities of the advertisement medium for adapting to 
the particular needs of an area are virtually boundless. 
From the landscape architecture point of view, we are interested 
In creating the townscape such that it 
"Works as a total living space with the positive 
interaction and dynamic interplay between the 
physical enviroriment and the pe?ple who use it". 
(Connor, P., 1976) 
Is this not what 'amenity' really means? 
5.2.2 Regulations 
There are many problems related to sign regulat-
ions. However, the existing regulations whereby signs have 
to comply within the basic code set up for a number of 
technical factors is inadequate. The aesthetic factor of 
signs in relation to the space it occupies is inadequately 
dealt with. Furthermore, the same basic code governs signs 
within an area of specific use, e.g. Commercial, Industrial 
or Cultural regardless of the character of the setting. In 
Section 3.4, we conclude that Feature Design Approach is the 
common design approach adopted by advertisers in Christchurch. 
Since it is to the advertiser's interest to gather as much 
attention as possible to the sign, this approach will be 
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adop~ed wherever possible. This may, however, be to the 
detriment of the townscape. Regulations must respond to 
the charac~er of the setting and accommodate for the 
appropriate design approach on each site. Certain areas 
e.g. Cathedral Square, Victoria Square, New Regent Street, 
new pedestrian malls are regarded areas of high visual 
amenity. These Special Amenity Areas are regulated by an 
even more restrictive basic code. I consider that these 
areas considered under Special Amenity Areas should be treated 
differently. 
The Cathedral Square with its buildings and spaces 
of great intrinsic quality should be treated with due restraint. 
However, in the shopping areas, e.g. the new pedestrian malls, 
a more adventurous approach can be considered. In these 
areas now closed to vehicular traffic, the streetscape which 
was before overlooked in the hustle and bustle of traffic is 
now open to pedestrian scrutiny. These older shopping streets 
now reveal uninspiring frontages and public safety considerat-
ions are not as restrictive without through vehicular traffic. 
Contrast rather than due restraint may be desired in such 
shopping areas. The irregularities of well designed advertise-
ments of various scale, materials, colour and lighting on shop 
facades, integration of signs with other street furniture can 
enhance rather than detract from such environment. It is in 
these kinds of situations, buying and selling, which outdoor 
advertising is strongly associated with. Outdoor advertising 
finds its rightful place in such environment and the planning 
authority should not inhibit the development of a vibrant, 
stimulating shopping environment under their misguided efforts 
to implement an orderliness through standardised signs. An 
adventurous yet sympathetic approach to advertisements in such 
areas could show tremendous dividends for the environment, 
trader and shopper alike. 
5.2.3 Implementation 
Planning and implementation for aesthetics is 
by no means an easy job. There are no hard and fast rules 
regarding what makes a good design. A good sign design for 
a certain setting may not necessarily be good for another 
setting, so what we are looking for is not a good but an 
appropriate sign (refer to Appendix I for Design Guidelines). 
A yardstick of measurements as shown in existing regulations 
is not going to ensure aesthetically appropriate signs but 
rather signs which conform to a standard orderliness. Such 
regulations tend to support the status quo producing visual 
monotony through adherence to minimum standards set by the 
regulations and as a result, discouraging innovation and 
creati vi ty. This is probably the re"ason for the Christchurch 
situation. 
One of the major problems related to implementing 
appropriate signs is that applications for consent and the 
installation of advertisements with consent are piecemeal and 
intermittent. Comprehensive treatment especially for new 
developments and controls are therefore difficult. 
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Se2tion 36(6) (e) of the Town and Country Planning 
Act 1977 specifically authorises local authorities to provide 
for landscaping under the district scheme. Planners impose 
conditions in all new developments requiring outline land-
scaping plans. Vegetation is seen as an integral element 
in the visual landscape and considered in the comprehensive 
scheme. Section 36(6) (d) provides for 
"The design and appearance of buiZdings and 
signs and the provision~ design and appear-
ance of verandahs". 
However, the treatment of outdoor advertising dis-
plays and its location is not regarded within the comprehensive 
scheme. Just as building plans, landscape plans are submitted 
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before permits are given for development to commence, so 
should plans of sign design and location, its visual impact 
on the environment be considered from the start. The 
system of signs should be treated as part of the total 
environmental design problem. The role of outdoor advertis-
ing material in the visual environment is as important as 
tree planting or ornamental paving. 'Signs should be considered 
in the comprehensive scheme as an integral unit of the develop-
ment and planned accordingly and not as an afterthought to fill 
a gap on site. 
Advertising displays should be 
"treated as part of the landscape proposal as 
a whole and not as an added afterthought". 
(Purday, No; Hockley, D., 1976) 
Before permits are consented on signs, the sign 
should be reviewed on the basis of the design quality and the 
visual quality impact the sign makes on the environment. 
This would best be done on a sketch plan stage. Schematic 
drawings as shown in Figure 44 are important aids at this design 
level. Acting like enlarged thumbnail sketches, they help 
establish preliminary design of signs, its location and the 
visual quality impact on the environment. Review of a design 
of a design at this stage is preferable to reviewing it at an 
advanced stage because less cost and time have been incurred 
and there is more scope to influence sign development at the 
start of the process. 
[_@_@ __ A_I_R_P_O_R_T_.......J] 
~I 
Figure 44: Schematic sign design showing scale and general 
description. 
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The review of outdoor advertising sign design and 
its visual quality impact on the landscape should be carried 
out by people or a committee with expertise in various matters 
of aesthetic concern. Regulations may exist as a basic frame-
work but instead of letting this minimum standard become the 
norm, flexibility is introduced into the scheme. Consent 
should be made not only on the basis of complying to measure-
ments set by planners but on the basis of the visual impact on 
the environment. According to such a scheme, signs may exceed 
the limitations set by the regulations, e.g. by being of a larger 
surface area but may be granted consent because it is assessed 
to contribute positively to the visual environment. Within 
such a scheme, we are also able to respond to the character of 
each setting considered so essential in evaluating the merits of 
the relevant sign. 
The Christchurch City Council introduces flexibil-
ity into the scheme through the performance standard, performance 
index criteria. The principle applied is good. However, the 
failure lies in the administering of the aesthetic objectives. 
Planners are not trained in aesthetics and are therefore not 
the suitable personnel to assess signs on the basis of the 
visual quality impact on the landscape. Assessment by planners 
is therefore made strictly on the basis of compliance to the 
basic technical factors set up, and proves to be highly 
inadequate as an aesthetic control. 
The legislation of good aesthetics is almost 
impossible. 
"No matter how creative regulations are~ they cannot 
cover every possible matter that has a bearing upon 
aesthetic quality and they are dependent upon equally 
creative and competent execution. Moreover~ good 
de~ign depends ~ot only on the skill of designers 
themselves~ but also on the active participation of 
the entire community~ a community which demands a high 
standard of aesthetic quality for its environment and 
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which will view critically the design standards of 
the professionals. It is within this sphere that 
education has a major role to play". 
(Lochhead, 1978) 
Education of the public plays an important role in 
aesthetic control. The sort of education programme a council 
may undertake is demonstrated by the Akaroa County Council 
Scheme. It provides an educational programme demonstrating 
the Council's aesthetic objectives. An "environmental exhibition" 
displayed in the town's information centre provides an aesthetic 
analysis and photographs illustrating the existing character of 
the town. The Akaroa Civic Trust plays an active role under 
the scheme. Consisting of professionals, 'trained in the 
aesthetics, it offers advice on colour schemes, landscaping, 
design, preservation, signs, or any other matter leading to the 
improvement of the environment. 
The larger councils can draw personnel with 
expertise in aesthetic matter, e.g. landscape architects to act 
on an advisory service, and produce, design briefs towards 
improving the visual quality of the environment through signs. 
"Whether or not a council lacks members with expertise~ 
it should enlist the aid of interested volunteer groups 
such as Civic Trusts~ the Historic places Trust~ and 
environmental groups~ as these groups will usually 
include among their members people with Expertise in 
various matters of aesthetic concern as well as people 
committed to the improvement of the aesthetic quality 
of the environment". 
(Lochhead, 1978) 
There is also scope for the advisory committee to 
work in conjunction with advertising agencies with the object 
of enhancing the environment in defined areas by promoting 
advertising displays in conjunction with other street furniture 
and landscaping elements, e.g. well designed advertising struct-
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ures with combined seating, litter bins, or lighting columns, 
etc. Such opportunities of integration can contribute towards 
an integrated scene and lead to the visual success* of our 
urban spaces (refer to Figure 45). 
-
Figure 45: Outdoor advertising sign integrated as an 
element of street furniture in our urban spaces. 
*IIThe criteria for visual success are first~ that this space be 
imageable~ i.e. well structured and vivid in form~ endowed with a 
pervading sense of place. Second~ it must be conceived as a 
sequential experience~ rhythmically organised~ with contrast and 
variety~ yet with strong continuity. Third~ it must be meaning-
ful; highly expressive of the nature~ function~ and value of the 
place and the uses that occupy it". (Lynch, K., 1966). 
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Although such a scheme only acts on an advisory 
basis and compliance to the guidelines is not mandatory, it 
creates an awareness in the public towards the character of 
the area and actively promotes pride and responsibility towards 
the environment. The advertiser must also be led to think an 
aesthetically good sign is good business. A clutter of aggres-
sive signs need not attract more customers. Some shoppers find t 
the clutter offensive and are turned off by them. Worst of 
all, clutter can lead to visual confusion, as is shown in Figure 
46. Unless the public is fully involved in the pursuit of an 
aesthetically pleasing environment, even the most imaginative 
regulations are not likely to guarantee success due to the 
difficulty of legislating aesthetic control. 
Figure 46: Essential information often makes little 
impact when it is displayed in a clutter. 
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5.3 CONCLUSION 
After reviewing the situation in Christchurch under the 
Christchurch City Plan and the Riccarton Borough Council Plan, 
I can say that the existing regulations have prevented the 
proliferation of outdoor advertising signs. Signs existing 
under both schemes are, however, conventional in appearance 
with many inappropriately designed signs in relation to their 
setting. The regulations have, therefore, not controlled the 
finer points of aesthetics in the signs and there is room for 
improvement in this regard. Outdoor advertising signs with 
the vast design potential of offering vibrancy, colour, 
interest to urban space is also not fully utilised under the 
present regulations. 
Many problems have been recognised as associated with 
the control of outdoor advertising signs. These problems 
relate to the attitude of planners towards outdoor advertising 
signs, the controls themselves and the implementation of 
controls. A summary of the existing problems and possible 
solutions can be listed as follows: 
* Planners are negative in their attitude towards outdoor 
advertising signs. Outdoor advertising signs are con-
sidered an inevitable consequence of commercialism and 
regulations are needed for amenity and safety controls. 
* Outdoor advertising signs are treated piecemeal and inter 
mittently under the present regulations. Such a 
treatment gives rise to problems of control and imple-
mentation. To overcome these problems, outdoor advertis-
ing signs must be considered an integral part of the 
visual environment and must be considered from the start 
of a development. 
* Regulations according to the technical criteria the 
signs must meet are inadequate for aesthetic control. 
* Regulations must take into considexation the aesthetic approp-
riateness of a sign to the setting. Regulations must 
respond to the character of the setting. 
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* Planners are not trained in aesthetics and are therefore 
not the suitable personnel to make aesthetic judgements 
of signs. Personnel trained in the aesthetics, e.g. 
landscape architects, are appropriately skilled to assess 
the visual quality of a sign and the visual quality impact 
it makes on the landscape. 
* Education plays a large role in aesthetic control. Awareness 
of the public and the public responsibility undertaken 
towards the environment cari promote better results than 
regulations can because of the difficulty of legislating 
good aesthetics. 
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APPENDIX 
APPENDIX 1 
DESIGN GUIDELINES 
Commercial advertising can enhance or be a blight on 
an environment. The following are very general guidelines 
to make signs effective as message bearers, and also as 
design elements that enhance the setting. The author does 
not advocate rules for design of signs as this would mean 
little and may prove limiting towards the potential of a lively 
and original design work. It must be recognised that each 
problem and the opportunities connected with it are peculiar 
to each job. 
"I believe all design solutions stem from the 
problem to be solved. Preconceived~ narrow view-
points hinder these solutions". 
Luba1in, H., 1957. 
Cited in Follis, J. and 
Hammer, D., 1979 
- Well designed signs appropriately located can enhance the 
visual environment by, e.g., creating pleasant spaces, 
screening sites awaiting redevelopment or wasteland. 
- All structures related to outdoor advertising signs should 
be well constructed of the right materials and vanda1-
proof as far as possible. 
- A well designed sign to remain aesthetically pleasing for 
a long period of time must be well maintained. 
Maintenance can be reduced by using durable, low 
maintenance materials and techniques, although initially 
these are more expensive. 
- Signs should not constitute a hazard to pedestrian or 
vehicle. traffic. In view of traffic safety, red and 
green should not be used especially if viewed from the 
road and clashing with traffic signals. 
69 
- If p lants are used to enhance sign display , the choice of 
plants should be restricted to plants without colourful 
fruits, foliage or flowers that are l ikely to detract 
from the colours of the sign. 
- If closely associated signs are required , a family of 
sign design need not be monotonous . 
Figure 47: A family of sign design which demonstrates 
attention-seeking devices, yet maintaining 
overa ll co-ordination and in-scale to the 
pedes trian. 
APPENDIX 2 
(Follis, J., Hammer, D., 1979) 
LEGIBILITY OF VEHICLE-ORIENTED SIGNS 
The legibility of signs viewed from a moving vehicle 
is determined by the following items listed in order of 
priorities: 
1. Driving speed and the number of traffic lanes, both of 
which influence reaction time. 
2. The distance from which signs should be recognizable. 
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3. Type of environment (commercial, industrial, residential, 
or agricultural) . 
4. Setback distance, within cone of vision and outside cone 
of vision. 
5. Graphic design considerations, such as selected type-
face; letterspacing; number of words, names, or 
syllables on a sign; colour; number of items of 
information (there should be six or fewer); area of 
total signface; lighting and sources of illuminations; 
and other auxiliary and basic design elements. 
The most important considerations in designing vehicle-
oriented signs are: 
1. The distance from which a sign should be read when the 
vehicle is parked. 
2. Reaction time when the car is moving - the time it takes 
a driver to see a display, read its message, and respond 
to that message by preparing a turn. 
Field tests have shown that the reaction time which allows 
a driver to see a sign, read it, and respond is related to the 
number of lanes as follows: 
2-lane road 
4-lane road 
6-lane road 
Freeway 
8 seconds 
10 seconds 
11 seconds 
12 seconds. 
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The faster a car is moving, the farther it travels while 
the driver is reacting to a message and, therefore, the larger 
that message must be (Figure 47). It is fairly well established 
that for every 50 feet CIS metres) of distance separating a 
viewer from an object, 1 inch (2.5 millimetres) of letter height 
is required. To be absolutely sure that the sign can be read, 
1 inch Helvetica capital letters is recommended for every 30 
feet (9 metres) of distance. 
Since there is a limit to what a person may see and 
remember as he is driving, the number of items of information 
being communicated to him as he moves down the strees becomes 
vitally important. An item of information is defined as being a 
symbol, word, syllable, or discontinuous shape. As a maximum, 
six items of information are more than adequate to help a driver 
find what he is seeking. Moreover, six items of information seem 
to be the maximum a driver can usefully and safely absorb from 
anyone street sign. Ten items of information can be communi-
cated from a property to an adjacent right-of-way by various 
signs. Figure 48 gives the size of sign needed in relation to 
speed reaction time/distance travelled so that the sign will be 
large enough to permit all six items of information to be put 
into one ground sign. 
73 
MOTORIST LEGIBILITY ANALYSIS 
Total area of sign 
Distance (square feet) 
Reaction travelled Letter 
Number Speed 
time during height Institutional 
of lanes (mph) 
(seconds) reaction (inches) 
Commercial 
Residential 
(£eet) 
Industrial 
Agricultural 
2 15 8 176 4 8 6 
30 352 7 25 18 
45 528 10 50 36 
55 704 14 100 70 
4 15 10 220 4 8 6 
30 440 9 40 28 
45 660 13 90 64 
55 880 17 150 106 
6 15 11 242 5 13 10 
30 484 9 140 28 
45 726 14 100 70 
55 968 19 190 134 
Freeway 55 12 1,056 21 230 162 
Figure 48: 
15' LI\IERAL. "D\'S\~NCE. 
>t ~ , 
I ~ I I I I 
Figure 49: An example of the size of sign needed in relation to speed 
reaction time/distance travelled. 
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APPENDIX 3 
(Follis, J.l Hammer, D., 1979). 
COLOUR AND CONSPICUITY 
Various experiments and tests have been conducted to 
determine the amount by which signs of various colours would 
have to be larger or smaller than white signs to be equally 
conspicuous. Generally, the results in terms of the percent-
age of area a coloured sign had to exceed a white sign are 
shown in Figure 50. 
To be conspicuous under open conditions at 250 yards 
(220 metres), signs of different colours have to be of dif-
ferent sizes to be equally conspicuous. To be equally con-
spicuous in shaded areas, the coloured sign areas have to be 
doubled. 
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Figure 50: The percentage of area a coloured sign has to 
exceed a white sign to be equally conspicuous 
is shown here. 
APPENDIX 4 
(Favre, J. P., November, A. (no date). 
COLOUR FOR BETTER LEGIBILITY 
Colours are a way to improve legibility of words, 
trademarks, logos ,. for instance. The following table of Karl 
Borggrafe informs on the legibility of coloured letters on 
coloured backgrounds. This ranking list was compiled based 
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on reading tests with letters 1.5 cm high on cards 10 x 25 cm 
in size. A tachistoscope was used to measure the exact time 
of reading. 1.31 means that the card concerned was read 
practically completely within the first exposure unit, as only 
a fraction of a further exposure unit (0.31) sufficed for all 
letters on the card to be registered. 
, 
First colour: letters Classification 
Second colour: background 
DaYligh' Artificial light 
black on yellow 1 1. 31 1. 33 
yellow on black 2 1. 34 1.40 
green on white 3 1. 35 1. 30 
red on white 4 1.36 1. 26 
black on white 5 1. 36 1.32 
white on blue 6 1.36 1. 37 
blue on yellow 7 1.36 1. 39 
blue on white 8 1. 37 1. 35 
white on black 9 1.40 1. 35 
green on yellow 10 1.40 1. 38 
black on orange 11 1.40 1. 40 
red on yellow 12 1.41 1. 38 
orange on black 13 1.41 1.40 
yellow on blue 14 1.41 1. 42 
white on green 15 1. 41 1. 45 
black on red 16 1. 42 1.45 
blue on orange 17 1.42 1. 45 
yellow on green 18 1.42 1.46 
blue on red 19 1. 43 1.40 
yellow on red 20 1.44 1.50 
white on red 21 1. 47 1.43 
red on black 22 1. 48 1.43 
white on orange 23 1. 48 1.45 
black on green 24 1.48' 1.54 
orange on white 25 1.50 1.50 
orange on blue 26 1.52 " 1.60 
yellow on orange 27 1.52 1.62 
red on orange 28 1.54 1.64 
red on green 29 1; 57 1.50 
green on orange 30 1. 58 1. 47 
APPENDIX 5 
(Follis, J., Hammer, D., 1979). 
CHECKLIST FOR SELECTING OR MODIFYING ALPHABETS FOR SIGNING 
The following questions should be kept in mind: 
1. Does the alphabet have the appropriate character for 
the project? 
2. Which weight (regular, light, medium bold) should be 
used? 
3. Will the alphabet be highly legible when viewed at the 
distance required? When illuminated at night? 
4. If three-dimensional letters are planned for, will it 
be easily read when viewed from an angle? 
5. Is the alphabet suitable for all the fabrication tech-
niques planned. For example, a Roman styled alphabet 
with sharp serifs cannot be deeply sand-blasted into 
granite without losing much of its elegance, but it can 
be hand-carved into metal or slate. 
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6. Will fabrication of the alphabet be practical, consider-
ing the sizes required and the materials to be used? 
Script letters may have excessively thin strokes for 
cut out wood or even metal when fabricated in small size. 
However, script letters can be silk-screened or sand-
blasted in small sizes on various materials. 
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